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Current level of interest in UFC (Ultimate Fighting): Very n
No. of UFC (Ultimate Fighting) events attd past 12 months: 10+ events
Special TV sports programs watched past 12 months: UFC Pay-Per-View Wa tc h U FC o n TV

Sports betting - sports plan to bet on next 12 months: Mixed Martial Arts (UFC, etc.)
Sports watched on TV (broadcast or cable) past 12 months: Ultimate Fighting Championship (UFC)




Very Intererested

in UFC

3.% or 7,892,619 of USA Adults 18 or older are Very Interested in UFC (Ultimate Fighting).
Typical Adults 18 or older who are Very Interested in UFC (Ultimate Fighting) are 41.8 years old (14.5%
younger than average) and have a $82,018 (8.5% lower than average) annual household income.
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Current level of interest in UFC (Ultimate Fighting): Very
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Attended 10+ UFC

Events past 12mos

.3% or 688,760 of USA Adults 18 or older Attended 10+UFC (Ultimate Fighting) Events past 12mos.
Typical Adults 18 or older who Attended 10+UFC (Ultimate Fighting) Events past 12mos are 42.8 years old
(12.4% younger than average) and have a $63,698 (29.% lower than average) annual household income.
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No. of UFC (Ultimate Fighting) events attd past 12 months: 10+ events
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Watched UFC on

Pay-Per View

2.5% or 6,640,962 of USA Adults 18 or older Watched UFC (Ultimate Fighting) Events on Pay-Per-View.
Typical Adults 18 or older who Watched UFC (Ultimate Fighting) Events on Pay-Per-View are 39.9 years old
(18.3% younger than average) and have a $95,019 (6.% higher than average) annual household income.
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Special TV sports programs watched past 12 months: UFC Pay-Per-View




4.2% or 11,130,728 of USA Adults 18 or older Watched UFC (Ultimate Fighting) on TV (Any).
Typical Adults 18 or older who Watched UFC (Ultimate Fighting) on TV (Any) are 48.9 years old (.1% older
than average) and have a $91,415 (1.9% higher than average) annual household income.
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Sports watched on TV (broadcast or cable) past 12 months: Ultimate Fighting Championship (UFC)



3.6% or 9,540,441 of USA Adults 18 or older Plean to Bet on UFC (Ultimate Fighting) Fights.
Typical Adults 18 or older who Plean to Bet on UFC (Ultimate Fighting) Fights are 38.9 years old (20.3%
younger than average) and have a $91,064 (1.6% higher than average) annual household income.

Plan to Bet on

UFC Fights
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Sports betting - sports plan to bet on next 12 months: Mixed Martial Arts (UFC, etc.)



Very Intererested

in UFC

parent of 1 or more children under 18.

3.% or 7,892,619 of USA Adults 18 or older are Very Interested in UFC (Ultimate Fighting).
Adults 18 or older who are Very Interested in UFC (Ultimate Fighting) are 34.6% less likely to be a college
graduate, 15.2% more likely to work full-time, 19.7% less likely to be married, 21.4% more likely to be a
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Current level of interest in UFC (Ultimate Fighting): Very



Attended 10+ UFC

.3% or 688,760 of USA Adults 18 or older Attended 10+UFC (Ultimate Fighting) Events past 12mos.

Adults 18 or older who Attended 10+UFC (Ultimate Fighting) Events past 12mos are 63.4% less likely to be a
college graduate, 40.6% more likely to work full-time, 39.8% less likely to be married, 35.% less likely to be a
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No. of UFC (Ultimate Fighting) events attd past 12 months: 10+ events



Watched UFC on

Pay-Per View

be a parent of 1 or more children under

2.5% or 6,640,962 of USA Adults 18 or older Watched UFC (Ultimate Fighting) Events on Pay-Per-View.
Adults 18 or older who Watched UFC (Ultimate Fighting) Events on Pay-Per-View are 11.7% less likely to be
a college graduate, 25.2% more likely to work full-time, 14.% less likely to be married, 41.8% more likely to
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Special TV sports programs watched past 12 months: UFC Pay-Per-View



4.2% or 11,130,728 of USA Adults 18 or older Watched UFC (Ultimate Fighting) on TV (Any).

Watched UFC on Adults 18 or older who Watched UFC (Ultimate Fighting) on TV (Any) are 16.3% less likely to be a college
graduate, 13.5% more likely to work full-time, 2.6% more likely to be married, 3.6% more likely to be a
parent of 1 or more children under 18.
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Sports watched on TV (broadcast or cable) past 12 months: Ultimate Fighting Championship (UFC)



3.6% or 9,540,441 of USA Adults 18 or older Plean to Bet on UFC (Ultimate Fighting) Fights.

Plan to Bet on Adults 18 or older who Plean to Bet on UFC (Ultimate Fighting) Fights are 2.4% less likely to be a college
UFC Fights graduate, 44.1% more likely to work full-time, 17.2% more likely to be married, 84.2% more likely to be a
parent of 1 or more children under 18.
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Sports betting - sports plan to bet on next 12 months: Mixed Martial Arts (UFC, etc.)



Very Intererested

3.% or 7,892,619 of USA Adults 18 or older are Very Interested in UFC (Ultimate Fighting).
Adults 18 or older who are Very Interested in UFC (Ultimate Fighting) are 22.9% less likely to own their home,

5.1% more likely to own a lower valued home, 8.1% less likely to have a single-family home, 15.9% more
likely to have a dog.
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Current level of interest in UFC (Ultimate Fighting): Very



.3% or 688,760 of USA Adults 18 or older Attended 10+UFC (Ultimate Fighting) Events past 12mos.
Attended 10+ UFC Adults 18 or older who Attended 10+UFC (Ultimate Fighting) Events past 12mos are 37.2% less likely to own

Events past 12mos their home, 29.1% more likely to own a higher valued home, 33.4% less likely to have a single-family home,
72.4% less likely to have a dog.
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No. of UFC (Ultimate Fighting) events attd past 12 months: 10+ events



2.5% or 6,640,962 of USA Adults 18 or older Watched UFC (Ultimate Fighting) Events on Pay-Per-View.
Adults 18 or older who Watched UFC (Ultimate Fighting) Events on Pay-Per-View are 11.6% less likely to own
their home, .9% more likely to own a lower valued home, 7.6% less likely to have a single-family home, 63.6%

Watched UFC on

Pay-Per View

more likely to have a dog.
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Special TV sports programs watched past 12 months: UFC Pay-Per-View




Watched UFC on

4.2% or 11,130,728 of USA Adults 18 or older Watched UFC (Ultimate Fighting) on TV (Any).

Adults 18 or older who Watched UFC (Ultimate Fighting) on TV (Any) are 5.6% less likely to own their home,
7.7% more likely to own a higher valued home, 4.2% more likely to have a single-family home, 26.6% more
likely to have a dog.
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Sports watched on TV (broadcast or cable) past 12 months: Ultimate Fighting Championship (UFC)




3.6% or 9,540,441 of USA Adults 18 or older Plean to Bet on UFC (Ultimate Fighting) Fights.
Adults 18 or older who Plean to Bet on UFC (Ultimate Fighting) Fights are 20.2% less likely to own their home,

4.3% more likely to own a lower valued home, 8.6% less likely to have a single-family home, 12.7% more

Plan to Bet on

UFC Fights

likely to have a dog.
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Sports betting - sports plan to bet on next 12 months: Mixed Martial Arts (UFC, etc.)




3.% or 7,892,619 of USA Adults 18 or older are Very Interested in UFC (Ultimate Fighting).

Very Intererested Adults 18 or older who are Very Interested in UFC (Ultimate Fighting) are 9.2% less likely to look up D-1-Y
in UFC advice online, 30.7% less likely to always vote in local elections, 38.3% more likely to belong to a gym, 1.4%
less likely to fly domestic past yr.
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Current level of interest in UFC (Ultimate Fighting): Very




Attended 10+ UFC

Events past 12mos

3% or 688,760 of USA Adults 18 or older Attended 10+UFC (Ultimate Fighting) Events past 12mos.
Adults 18 or older who Attended 10+UFC (Ultimate Fighting) Events past 12mos are 56.8% less likely to
look up D-I-Y advice online, 10.2% less likely to always vote in local elections, 32.2% less likely to belong to

a gym, 42.1% more likely to fly domestic
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No. of UFC (Ultimate Fighting) events attd past 12 months: 10+ events



Watched UFC on

Pay-Per View

to a gym, 5.9% more likely to fly domestic

2.5% or 6,640,962 of USA Adults 18 or older Watched UFC (Ultimate Fighting) Events on Pay-Per-View.
Adults 18 or older who Watched UFC (Ultimate Fighting) Events on Pay-Per-View are 1.6% more likely to
look up D-I-Y advice online, 36.9% less likely to always vote in local elections, 55.2% more likely to belong
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Special TV sports programs watched past 12 months: UFC Pay-Per-View




4.2% or 11,130,728 of USA Adults 18 or older Watched UFC (Ultimate Fighting) on TV (Any).
Adults 18 or older who Watched UFC (Ultimate Fighting) on TV (Any) are 11.% less likely to look up D-I-Y
advice online, 7.3% less likely to always vote in local elections, 34.3% more likely to belong to a gym, 3.9%

more likely to fly domestic past yr.
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Sports watched on TV (broadcast or cable) past 12 months: Ultimate Fighting Championship (UFC)



3.6% or 9,540,441 of USA Adults 18 or older Plean to Bet on UFC (Ultimate Fighting) Fights.

Plan to Bet on Adults 18 or older who Plean to Bet on UFC (Ultimate Fighting) Fights are 50.9% more likely to look up D-I-
UFC Fights Y advice online, 17.7% less likely to always vote in local elections, 11.% less likely to belong to a gym, 6.3%
more likely to fly domestic past yr.

‘_Top-ZO past 30-days Online Lifestyle Activites: Adults 18 or older Political Activity: Adults 18 or older

85.2%

Registered to Vote Democrat / Lean bl /Lean Ind dent/ None
a0 (In District of Residence) Democrat Republlcan ofThese
Presidential Elections: Always
Presidential Elections: Sometimes m"
h h L Statewide Elections: Always
Statewide Elections: Sometimes

Redipes/ Health  Restaurant Do-t-vourself Onfine Phone  Medical Home/  Fitness/Diet  Apparel/ JobSearch/ Religion/ TakeOnfne  camer  Educaton  Geneslogy Homework  Hecronic  Photography Parenting/ Online Dating

Meal Planning Information Information /  Advice /Video Call  Services/ Gandenideas Information Beauty ldeas Postresume Spirtuality Classes  Development (Research {¥ou or Your Invite (snapfish, FamilyAdvice Service - -
Sugzestions Reviews [skype, Information schools, child's) shutterfly, Local Elections: Aiways 44.9%
FaceTime, Application, sl Local Elections: Sometimes m
etc) Finanding)
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Sports betting - sports plan to bet on next 12 months: Mixed Martial Arts (UFC, etc.)



Very Intererested

in UFC

Past 30-days QSR Users: Adults 18 or older

1time
2 times
%

i

3 times
4 times

5 times

20.8%

®who are Very Interested in UFC (Ultimate Fighting)

6-9times

10 times or more

W USA

Total Ng!gq gzl!y QSR Users: Avg. Monthly QSR Meals:

88.7%

_ e - “

mo., 2.5% more likely to use Sit-Down Restaurants past mo., 73
95.4% more likely to smoke cigarettes.

3.% or 7,892,619 of USA Adults 18 or older are Very Interested in UFC (Ultimate Fighting).
Adults 18 or older who are Very Interested in UFC (Ultimate Fighting) are 7.3% more likely to use QSRs past

.6% more likely to use Casinos past yr,

1time

2 times

3 times

13.3%

4 times

9.6%

5 times 7.5%

6 - 9times 8.7%

10 times or more 4.9%

M who are Very Interested in UFC (Ultimate Fighting) H USA

Avg. Monthly Sit-Down Restaurant Meals:

Total Monthly Sit-Down Restaurant Users:

76.1%
199,395,8

78.0%

Past 30-days Sit-Down Restaurant Users: Adults 18 or older
]

Top-10 Cuisines: Adults 18 or older

Sit-Down R, urants Used Past 30-days)

27.63 5
i
Mexican

.53

Coffee  Iaian  Indian/ Wings/ Bagel/

House / Thai/  Burgers/ Donut/

coffee Bar Other  Sporis Bar  Bakery
asian

Pizza  Chinese Upscale Steakhouse

® who are Very Interested in UFE (Ultimate Fighting) BUSA

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
wha are Very Interested in UFC {Ultimate Fighting) 27.9%

vsa R 17.1%

Drank Past 30-days: Adults 18 or older
Liavor
Any Typa of Baa

Wine

86,745,851 33.1%
61,439,313 23.4%

Domestic Regular Beer

Domestic Light Beer

59,731,345 22.8%
56,347,213 21.5%

9.1%
10.7%

Imported Beer

Microbrew / Craft Beer 28,044,613

Slot Machines 63,444,275

Table Games (Craps, Poker, etc.) 28,514,859.4%

Bar [/ Nightclub 2,189,838.5%

Upscale Restaurant 21,936,78.4%

Stage Show / Concert 11.1%

16,180,278 -1

Sports Betting 13.5%

1

3.7%

Other Gambling 7.8%

!

1.0%

m7%.7%

Si

o

a Casinos visited past 12 months: Yes

mwho are Very Interested in UFC (Ultimate Fighting)

mUSA

USA USA Projection Scarborough R1 2024: Feb23-Apr24 Qual Intab

All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

H who are Very Interested in UFC (Ultimate Fighting) HUSA

1,914

USA Jan23-Feb24 USA Projection Scarborough R1 2024: Feb23-Apr24 Qual Intab

Current level of interest in UFC (Ultimate Fighting): Very

Past 12 months Casino Activities: Adults 18 or older

1]“

31.7%

Used Past 30-days: Adults 18 or older

9.7%

5.5%
2551801 14,343,439
Marijuana / Cannabis Cigarettes Vape
® whao are Very Interested in UEC (Ultimate Fighting) mUSA

23,333



Attended 10+ UFC

Events past 12mos

Past 30-days QSR Users: Adults 18 or older

9%
1time
6%
10.4%

e

2 times
3 times

4 times 6%

‘ 2%
10.4%
20.8%
10times or more F

H who Attended 10+UFC (Ultimate Fighting) Events past 12mos HUSA

Avg. Monthly QSR Meals:

5 times

6-9times

Total Monthly QSR Users:
93.3% 88.7%

past yr., 6.3% more likely to smoke cigarettes

3% or 688,760 of USA Adults 18 or older Attended 10+UFC (Ultimate Fighting) Events past 12mos.
Adults 18 or older who Attended 10+UFC (Ultimate Fighting) Events past 12mos are 5.2% more likely to use
QSRs past mo., 21.9% more likely to use Sit-Down Restaurants past mo., 82.9% more likely to use Casinos

Past 30-days Sit-Down Restaurant Users: Adults 18 or older

1time
2 times

3 times

4.9%
B who Attended 10+UFC (Ultimate Fighting) Events past 12mos

Avg. Monthly Sit-Down Restaurant Meals:
92.7% 76.1%

I | 40 ]

4 times

5 times

6 - 9times

10 times or more
B USA

Total Monthly Sit-Down Restaurant Users:

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

bhbsiLiLl

mman; Wings/ Bagel/ Upscale Steskhouse
Burgers/  Donut /

mw sports Bar  Bakery

asian

Coffes
House /
coffes Bar

Mexican Chinese Italian

= who Attended 10+UFC {Ultimate Fighting) Events past 12mos mUSA

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Attended 10+UFC (Ultimate Fighting) Events past... 45.2%

vsa [ 17.4%

Drank Past 30-days: Adults 18 or older
Liguor

Any Type of Beer

Wine
Domestic Regular Beer

Domestic Light Beer

Past 12 months Casino Activities: Adults 18 or older

Slot Machines

63,444,275 24.2%

m 12.2%
= 6.2%

Table Games (Craps, Poker, etc.)

Bar [/ Nightclub

Upscale Restaurant

Stage Show / Concert

Imported Beer - v Sports Betting W 10.5%
Microbrew / Craft Beer ot ]i?)%?)% ' Other Gambling ,Iﬂfﬁ%
Spa m?g;a Casinos visited past 12 months: Yes
mwho Attended 10+UFC (Uimate Fighting) Events past 12mos mUSA H who Attended 10+UFC (Ultimate Fighting) Events past 12mos HUSA
USA USA Projection Scarborough R1 2024: Feb23-Apr24 Qual Intab 1,914
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No. of UFC (Ultimate Fighting) events attd past 12 months: 10+ events

Used Past 30-days: Adults 18 or older

2551801

Cigarettes

Marijuana / Cannabis

mwho Attended 10+UFC (Ultimate Fighting) Events past 12mos

23,333



Watched UFC on

Pay-Per View

Past 30-days QSR Users: Adults 18 or older
B 1time

3 times
4 times
5 times

%
%
o

10times or more
® who Watched UFC (Ultimate Fighting) Events on Pay-Per-View HUSA

Total Monthly QSR Users: Avg. Monthly QSR Meals:

97.7% 88.7%
s T “

use QSRs past mo., 6.6% more likely to use Sit-Down Restaurants pa
past yr., 73.4% more likely to smoke cigarett

2.5% or 6,640,962 of USA Adults 18 or older Watched UFC (Ultimate Fighting) Events on Pay-Per-View.
Adults 18 or older who Watched UFC (Ultimate Fighting) Events on Pay-Per-View are 10.1% more likely to

st mo., 75.3% more likely to use Casinos

Past 30-days Sit-Down Restaurant Users: Adults 18 or older

[ 1time

2 times 16.1%
4 imes
10 times or more
B who Watched UFC (Ultimate Fighting) Events on Pay-Per-View HUSA

Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Down Restaurant Meals:
81.1% 76.1%

Top-10 Cuisines: Adults 18 or older

(Sit-Down R urants Used Past 30-days)

53,53

Mexican  Piza  Chinese  Coffee  Ilian  Indian/ Wings/ Bagel/ Upscale Steskhouse

House / Thai/  surgers{ Dot/
coffee Bar oOther  Sports Bar  Bakery
Asian
= who Watched UFC (Ultimate Fighting) Events on Pay-Per-View mUSA

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Watched UFC (Ultimate Fighting) Events on Pay-.. [ 1,882,560 I 29.3%

vsa R 17.1%

Drank Past 30-days: Adults 18 or older
Liquor
Any Type of Baar
Wine
Domestic Regular Beer
Domestic Light Beer
Imported Beer 55,347,2121_5% - ¥

: 10.1% o
Microbrew /[ Craft Beer 10.7% | |
® who Watched UFC (Ultimate Fighting) Events on Pay-Per-View mUSA

Past 12 months Casino Activities: Adults 18 or older
Slot Machines
Bar/ Nightclub
Upscale Restaurant
Stage Show / Concert 14.3%
0%

Table Games (Craps, Poker, etc.)

Used Past 30-days: Adults 18 or older

9.7%

. 13, 31.7%
Other Gambling Py 2.3% n
12.9%
Spa Fw iy 5% Casinos visited past 12 months: Yes
B who Watched UFC (Ultimate Fighting) Events on Pay-Per-View H USA
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Special TV sports programs watched past 12 months: UFC Pay-Per-View

5.5%
2551801 14,343,439
Marijuana / Cannabis Cigarettes Vape
® who Watched UFC (Ultimate Fighting) Events on Pay-Per-View mUSA



Watched UFC on

TV (Any)

Past 30-days QSR Users: Adults 18 or older

1 time

i

3 times

4 times

5 times

6 - 9times

2 times

10.4%
10.4%
20.8%

4.2% or 11,130,728 of USA Adults 18 or older Watched UFC (Ultimate Fighting) on TV (Any).

Adults 18 or older who Watched UFC (Ultimate Fighting) on TV (Any) are 7.4% more likely to use QSRs past
mo., 8.5% more likely to use Sit-Down Restaurants past mo., 69.3% more likely to use Casinos past yr.,
91.9% more likely to smoke cigarettes.

1time

2 times

3 times

4 times

5 times

6-9times

10 times or more

4.9%

Past 30-days Sit-Down Restaurant Users: Adults 18 or older
€

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

Mesican

Pizza  Chinese  Coffee
House /

Ccoffee Bar

Italian  Indian /
Thai /
other
acian

wings/  Bagel /
Burgers/ Donut/
sports Bar  Bakery

Upscale Steakhouse

m who Watched UFC (Ultimate Fighting) on TV (Any) mUSA m who Watched UFC (Ultimate Fighting) on TV (Any) mUSA = who Watched UFC [Ultimate Fighting) on TV [Any) mUsA
Total Monthly QSR Users: Avg. Monthly QSR Meals: Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Down Restaurant Meals: Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
95.3% 88.7% 82.5% 76.1% who Watched UFC {Ultimate Fighting) on TV (Any) 23.2%
— 1923858 v [ 17.0%

Drank Past 30-days: Adults 18 or older

Liquor

Any Type of Beer
Wine

Domestic Regular Beer

Domestic Light Beer

Microbrew / Craft Beer

, 731, 8%
- Vi)

Slot Machines

Table Games (Craps, Poker, etc.)
Bar / Nightclub
Upscale Restaurant

Stage Show / Concert

Imported Beer - D A Sports Betting
s %3?;2 | | Other Gambling
Spa
m who Watched UFC (Ultimate Fighting) on TV (Any) m USA
USA Projection Scarborough R1 2024: Feb23-Apr24 Qual Intab 1,914

USA

All Graphs and HBIA! Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

USA Jan23-Feb24

B who Watched UFC (Ultimate Fighting) on TV (Any)

Past 12 months Casino Activities: Adults 18 or older

14 514,895 9,4%
zz 189,838.5%
F 14.7%
16,180,278 W17
F 11.0%
2 3.7%
F 3.7%
1.3%
r 3.8%
L L%

63,444,775 24.2%
24,514, 4%
,189,838.5%
,78.4%

Casinos visited past 12 months: Yes
H USA
USA Projection

Scarborough R1 2024: Feb23-Apr24 Qual Intab

31.7%

Used Past 30-days: Adults 18 or older

9.7%

5.5%
14,343 439
Vape

25518 01

Marijuana / Cannabis

Cigarettes

23,333

u who Watched UFC {Ultimate Fighting) on TV {Any) mUSA

Sports watched on TV (broadcast or cable) past 12 months: Ultimate Fighting Championship (UFC)



Plan to Bet on

UFC Fights

Past 30-days QSR Users: Adults 18 or older

: 1time
3 times
4 times
5 times
10times or more

m whao Plean to Bet on UFC (Ultimate Fighting) Fights

n
c
g

Total Monthly QSR Users:
89.4%

88.7%
m———

Avg. Monthly QSR Meals:

less likely to smoke cigarettes.

3.6% or 9,540,441 of USA Adults 18 or older Plean to Bet on UFC (Ultimate Fighting) Fights.
Adults 18 or older who Plean to Bet on UFC (Ultimate Fighting) Fights are .8% more likely to use QSRs past
mo., 6.6% more likely to use Sit-Down Restaurants past mo., 5.6% more likely to use Casinos past yr,, 13.4%

Past 30-days Sit-Down Restaurant Users: Adults 18 or older
€

1time 15.9%

2 times

16.1%

3 times

4 times

5 times

6-9times

10 times or more

4.9%
m who Plean to Bet on UFC (Ultimate Fighting) Fights

mUSA

Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Down Restaurant Meals:
8l.1% 76.1%

Top-10 Cuisines: Adults 18 or older

Sit-Down Restaurants Used Past 30-days)

Mexican  Pis  Chinese  Coffee  Ialian  Indian/ Wings/ Gsgel/ Upscale Steakhouse
House / Thai/ Burgers/ Donut/
coffee Bar Other  sporsBar  Bakery

asian

mwho Plean to Bet on UFC (Ultimate Fighting) Fights mUSA

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Plean to Bet on UFC (Ultimate Fighting) Fights 22.9%

vsa [ 17.4%

Drank Past 30-days: Adults 18 or older
Liquor

Any Typa of Bea
i

5.0%

Wine

Domestic Regular Beer
Domestic Light Beer
Imported Beer

Microbrew / Craft Beer

1
10.7%

28,044,613

® who Plean to Bet on UFC (Ultimat e Fighting) Fights mUSA

USA USA Projection Scarborough R1 2024: Feb23-Apr24

Qual Intab
All Graphs and HBIA! Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Past 12 months Casino Activities: Adults 18 or older

Slot Machines

63,444,275

24,514,895 9.4%
22,189,836 8.5%
21,936,734 8.4%
6.8%
16,180,278 6.2%

6.9%

24.2%
Table Games (Craps, Poker, etc.)

Bar / Nightclub

Upscale Restaurant

Stage Show / Concert

31.7%

Sports Betting

3.7%

Other Gambling T nggg
2.2% )
Spa 1.7% Casinos visited past 12 months: Yes

H who Plean to Bet on UFC (Ultimate Fighting) Fights HUSA

1,914

USA Jan23-Feb24 USA Projection Scarborough R1 2024: Feb23-Apr24 Qual Intab 23,333

Sports betting - sports plan to bet on next 12 months: Mixed Martial Arts (UFC, etc.)

Used Past 30-days: Adults 18 or older

9.7%
5.5%
25518 01 14 343439
Marijuana / Cannabis Cigarettes Vape
mwha Plean to Bet on UEC [Ultimate Fighting) Fights mUSA



3.% or 7,892,619 of USA Adults 18 or older are Very Interested in UFC (Ultimate Fighting).

Very Intererested Adults 18 or older who are Very Interested in UFC (Ultimate Fighting) are 15.8% less likely to have a 401K,
in UFC 4.8% less likely to have an Auto Loan, 34.% more likely to Invest/Trade Stocks Online, 15.4% more likely to
pay with their Debit Card.

Investments Owned: Adults 18 or older
401K Plan

Financial Services Has and/or Uses: Adults 18 or older

=
'

122,419,647 46

IRA (Individual Retirement Account)

101,760,923

Stocks or Stock Options 75,855,205 28.9%
11.1%

Mutual Funds 148,257,628 18.4%

6.4%
Money Market Funds 14.1%
Other (Crypto / NFTs / Metals, etc.) Lo
e N 10,325,990 11.6%
0.6%
9.4% z o
Second Home or Real Estate Property 8.6% Checking Debitor ATM  Savings Credit Card Online Mohile Online Bill Home Auto Loan Money  Certificates of Studentloan Refinanced Personal Loan  Home
o Account card Account Banking Banking Paying Mortgage Market  Deposit(CDs) Home Improvement
529 Plan / College Savings Plan m“ o Account Mortgage Loan or Home
8.5 Equity Loan
= who are Very Interested in UFC (Ultimate Fighting) mUSA

m who are Very Interested in UFC (Ultimate Fighting) mUSA

Professional Services Used*: Adults 18 or older y'l_n'Past 3-Months Payment Methods Used: Adults 18 or older
Tax Preparation Service

Financial Planner =

47,195,206 18.0%
Online Investing / Stock Tradi =
e/ ne 41,263,931 15.7%

6.6%

Accountant

11.2%

Insurance Agent at a Local Office (not online) 26,933,020 9:.[!3:%
6.3%
Real Estate Agent  peylrrrrrall 6.3%
. 2.5%
Estate Pla
state nning & 3.7%

. ; 4.3% (*Past 12 Months) VISA PayPal Debit Card  MasterCard Venmo Zelle Apple Pay Cash App  Store Credit Google Pay  Discover American Facebook  Square Cash Samsung Pay
Diverce [ Family Attorney 1.2% card Express Messenger
¥ who are Very Interested in UFC (Ultimate Fighting) HUSA mwho are Very Interested in UFC (Ultimate Fighting) mUSA

USA USA Projection Scarborough R1 2024: Feb23-Apr24 Qual Intab 1,914
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.  USA Jan23-Feb24 USA Projection Scarborough R1 2024: Feb23-Apr24 Qual Intab 23,333

Current level of interest in UFC (Ultimate Fighting): Very



Attended 10+ UFC

Events past 12mos

|'mﬁl_dm'nves!:mem:s Owned: Adults 18 or older

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

Other (Crypto / NFTs / Metals, etc.)
Bonds

Second Home or Real Estate Property

529 Plan / College Savings Plan

B who Attended 10+UFC (Ultimate Fighting) Events past 12mos

"

%?‘
I
@
£

.3% or 688,760 of USA Adults 18 or older Attended 10+UFC (Ultimate Fighting) Events past 12mos.
Adults 18 or older who Attended 10+UFC (Ultimate Fighting) Events past 12mos are 33.9% less likely to have

a 401K, 2.4% less likely to have an Auto Loan, 91.9% less likely to Invest/Trade Stocks Online, 25.9% less likely
to pay with their Debit Card.

46.7%

101,760,923

75,855,205

36,944,981 14.1%
5.2%

17.5%
48,257,628 18.4%
11.6%
11.5%

13.5%

6%
8.5%

H USA

Financial Services Has and/or Uses: Adults 18 or older

1111570

Credit Card Online Mabile
Banking

Checking  Debit or ATM
Account card

Savings
Account

Online Bill Home

Auto Loan Money
Mortgage Market
Account

Banking Paying Deposit (CDs)

o who Attended 10+UFC (Ultimate Fighting) Events past 12mos H USA

16.1%

6.7% B.2% B8.3% g o

4.9%

Certificates of Studentloan Refinanced Personal Loan Home

Home Improvement
Mortgage Loan or Home
Equity Loan

Professional Services Used*: Adults 18 or older

Tax Preparation Service

Financial Planner

Online Investing / Stock Trading

Accountant

Insurance Agent at a Local Office (not online)
Real Estate Agent

Estate Planning

Divorce [/ Family Attorney

m who Attended 10+UFC (Ultimate Fighting) Events past 12mos

USA USA Projection

Scarborough R1 2024: Feb23-Apr24
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

60,978,522 25.5%
47,195,296 18.0%

41,263,981 15.7%

3.7%
11.2%
26,933,020 10.3%

00.0%
63%
a7%

(*Past 12 Months)

HUSA

'E'Past 3-Months Payment Methods Used: Adults 18 or older

VisA paypal

Debit Card  MasterCard Venmo Zelle

Cash App

Apple Pay Store Credit Google Pay  Discover American

Card Express
mwho Attended 10+UFC (Ultimate Fighting) Events past 12mos mUSA

Qual Intab 1,914

USA Jan23-Feb24 USA Projection Scarborough R1 2024: Feb23-Apr24 Qual Intab 23,333

No. of UFC (Ultimate Fighting) events attd past 12 months: 10+ events

0%

E o EEEE
Facebook  Square Cash Samsung Pay
Messenger




Watched UFC on

Pay-Per View

2.5% or 6,640,962 of USA Adults 18 or older Watched UFC (Ultimate Fighting) Events on Pay-Per-View.
Adults 18 or older who Watched UFC (Ultimate Fighting) Events on Pay-Per-View are 2.3% more likely to have

a 401K, 27.8% more likely to have an Auto Loan, 47.7% more likely to Invest/Trade Stocks Online, 6.7% more
likely to pay with their Debit Card.

Investments Owned: Adults 18 or older
401K Plan

122,419,647

IRA (Individual Retirement Account) o

Stocks or Stock Options

75,855,205

28.9%

Mutual Funds e

48,257,628 18.4%

7.3%
36,044,981 14.1%
13.2%
ORIl 11.6%
7.0%
11.5%
11.0%
22,492, 19KX4
8.8%
22,201,543

B who Watched UFC (Ultimate Fighting) Events on Pay-Per-View

Money Market Funds

Other (Crypto / NFTs / Metals, etc.)
Bonds

Second Home or Real Estate Property

529 Plan / College Savings Plan

HUSA

Financial Services Has and/or Uses: Adults 18 or older

80% B2% 0% gao gog oo

Certificates of Studentloan Refinanced Personal Loan

Checking Debit or ATM  Savings Online Mabile Online Bill Home Money Home
Account card Account Banking Banking Paying Mortgage Market  Deposit(CDs) Home Improvement
Account Mortgage Loan or Home
Equity Loan

Credit Card

B who Watched UFC (Ultimate Fighting) Events on Pay-Per-View HUSA
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Special TV sports programs watched past 12 months: UFC Pay-Per-View




Watched UFC on

TV (Any)

4.2% or 11,130,728 of USA Adults 18 or older Watched UFC (Ultimate Fighting) on TV (Any).
Adults 18 or older who Watched UFC (Ultimate Fighting) on TV (Any) are 12.4% more likely to have a 401K,

18.5% more likely to have an Auto Loan, 25.1% more likely to Invest/Trade Stocks Online, 8.9% more likely to
pay with their Debit Card.
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Sports watched on TV (broadcast or cable) past 12 months: Ultimate Fighting Championship (UFC)
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Plan to Bet on

UFC Fights
to pay

3.6% or 9,540,441 of USA Adults 18 or older Plean to Bet on UFC (Ultimate Fighting) Fights.
Adults 18 or older who Plean to Bet on UFC (Ultimate Fighting) Fights are 3.6% more likely to have a 401K,

22.8% more likely to have an Auto Loan, 36.5% more likely to Invest/Trade Stocks Online, 14.1% more likely

with their Debit Card.
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Sports betting - sports plan to bet on next 12 months: Mixed Martial Arts (UFC, etc.)




Adults 18 or older who are Very Interested in UFC (Ultimate Fighting) spend an average of 3 days, 0 hours, 24 minutes
and 53 seconds each week with All Forms of Media.

in UFC 85.6% of Adults 18 or older who are Very Interested in UFC (Ultimate Fighting) spend an avg. of 8 hours and 6 minutes each week
listening to All Local AM/FM Radio, representing 9.6% of totaltime spent with all forms of Media.
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Current level of interest in UFC (Ultimate Fighting): Very




Adults 18 or older who Attended 10+UFC (Ultimate Fighting) Events past 12mos spend an average of 2 days, 19 hours,
Attended 10+ UFC 12 minutes and 32 seconds each week with All Forms of Media.

Events past 12mos 89.2% of Adults 18 or older who Attended 10+UFC (Ultimate Fighting) Events past 12mos spend an avg. of 8 hours and 6 minutes each
week listening to All Local AM/FM Radio, representing 10.8% of total time spent with all forms of Media.
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No. of UFC (Ultimate Fighting) events attd past 12 months: 10+ events



Adults 18 or older who Watched UFC (Ultimate Fighting) Events on Pay-Per-View spend an average of 2 days, 23 hours,
Watched UFC on 55 minutes and 30 seconds each week with All Forms of Media.

Pay-Per View 88.1% of Adults 18 or older who Watched UFC (Ultimate Fighting) Events on Pay-Per-View spend an avg. of 8 hours and 36 minutes each
week listening to All Local AM/FM Radio, representing 10.5% of total time spent with all forms of Media.
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Special TV sports programs watched past 12 months: UFC Pay-Per-View



Adults 18 or older who Watched UFC (Ultimate Fighting) on TV (Any) spend an average of 3 days, 2 hours, 39 minutes
Watched UFC on and 34 seconds each week with All Forms of Media.

90.5% of Adults 18 or older who Watched UFC (Ultimate Fighting) on TV (Any) spend an avg. of 8 hours and 38 minutes each week
listening to All Local AM/FM Radio, representing 10.5% of totaltime spent with all forms of Media.
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Sports watched on TV (broadcast or cable) past 12 months: Ultimate Fighting Championship (UFC)



Adults 18 or older who Plean to Bet on UFC (Ultimate Fighting) Fights spend an average of 3 days, 5 hours, 9 minutes
Plan to Bet on
UFC Fights

and 46 seconds each week with All Forms of Media.

87.5% of Adults 18 or older who Plean to Bet on UFC (Ultimate Fighting) Fights spend an avg. of 8 hours and 26 minutes each week
listening to All Local AM/FM Radio, representing 9.6% of total time spent with all forms of Media.
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Sports betting - sports plan to bet on next 12 months: Mixed Martial Arts (UFC, etc.)




Adults 18 or older who are Very Interested in UFC (Ultimate Fighting) spend an average of 2 days, 7 hours, 1 minutes
and 2 seconds each week with All Forms of Ad-Supported Media.

in UFC 82.2% of Adults 18 or older who are Very Interested in UFC (Ultimate Fighting) spend an avg. of 7 hours and 27 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 11.2% of total time spent with all forms of Ad-Supported Media.
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BROADCASTING

Current level of interest in UFC (Ultimate Fighting): Very




Adults 18 or older who Attended 10+UFC (Ultimate Fighting) Events past 12mos spend an average of 2 days, 9 hours,
Attended 10+ UFC 34 minutes and 38 seconds each week with All Forms of Ad-Supported Media.

Events past 12mos 75.5% of Adults 18 or older who Attended 10+UFC (Ultimate Fighting) Events past 12mos spend an avg. of 4 hours and 44 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 6.2% of total time spent with all forms of Ad-Supported Media
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No. of UFC (Ultimate Fighting) events attd past 12 months: 10+ events




Adults 18 or older who Watched UFC (Ultimate Fighting) Events on Pay-Per-View spend an average of 2 days, 5 hours,
Watched UFC on 0 minutes and 55 seconds each week with All Forms of Ad-Supported Media.

Pay-Per View 84.7% of Adults 18 or older who Watched UFC (Ultimate Fighting) Events on Pay-Per-View spend an avg. of 8 hours and 5 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 12.9% of total time spent with all forms of Ad-Supported Medi
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Special TV sports programs watched past 12 months: UFC Pay-Per-View



Adults 18 or older who Watched UFC (Ultimate Fighting) on TV (Any) spend an average of 2 days, 9 hours, 35 minutes
and 58 seconds each week with All Forms of Ad-Supported Media.

85.3% of Adults 18 or older who Watched UFC (Ultimate Fighting) on TV (Any) spend an avg. of 7 hours and 49 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 11.6% of total time spent with all forms of Ad-Supported Media.
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Sports watched on TV (broadcast or cable) past 12 months: Ultimate Fighting Championship (UFC)



Adults 18 or older who Plean to Bet on UFC (Ultimate Fighting) Fights spend an average of 1 days, 19 hours, 5 minutes
and 32 seconds each week with All Forms of Ad-Supported Media.

UFC Fights 84.8% of Adults 18 or older who Plean to Bet on UFC (Ultimate Fighting) Fights spend an avg. of 8 hours and 3 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 15.9% of total time spent with all forms of Ad-Supported Media.
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Sports betting - sports plan to bet on next 12 months: Mixed Martial Arts (UFC, etc.)
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for an avg. of 64. minutes/day.

Adults 18 or older who are Very Interested in UFC (Ultimate Fighting) spend an average of 7 hours
and 51 minutes each day with All Forms of Ad-Supported Media. 82.2% listen to Local AM/FM Radio
(Local Radio delivers 11.2% of Time with Ad-Supported Media.)
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Attended 10+ UFC

Events past 12mos

Adults 18 or older who Attended 10+UFC (Ultimate Fighting) Events past 12mos spend an average of
8 hours and 13 minutes each day with All Forms of Ad-Supported Media. 75.5% listen to Local
AM/FM Radio for an avg. of 40.7 minutes/day. (Local Radio delivers 6.2% of Time with Ad-Supported Me
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Watched UFC on

Pay-Per View

Adults 18 or older who Watched UFC (Ultimate Fighting) Events on Pay-Per-View spend an average of
7 hours and 34 minutes each day with All Forms of Ad-Supported Media. 84.7% listen to Local

AM/FM Radio for an avg. of 69.4 minutes/day. (Local Radio delivers 12.9% of Time with Ad-Supported M

edia.)

Top-13 All Forms of Media (Persons & % Reach): Adults 18 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Top-13 All Forms of Media (Persons & % Reach): Adults 18 or older

(Average Week]

Grocery Stores

Billboards & Signs (Weekly Drivers)

Search (Google, Bing, etc.)

Local AM/FM Radio
Email/Text/IM/Zoom,etc. (Personal & Work)
News/\Weather /Sports (Websites/Apps)
Banking/Financial/Real Estate (Websites/Apps)
Facebook

Local TV Stations

Games/Fantasy/Betting Sites

MNon-Premium Cable TV Networks

Gas Stations/Convenience Stores

Instagram

Watched UFC on

TV (Any)

an avg. of 67. minutes/day.

Adults 18 or older who Watched UFC (Ultimate Fighting) on TV (Any) spend an average of 8 hours and
13 minutes each day with All Forms of Ad-Supported Media. 85.3% listen to Local AM/FM Radio for
(Local Radio delivers 11.6% of Time with Ad-Supported Media.)
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Top-13 All Forms of Media (Persons & % Reach): Adults 18 or older

[Averoge Week]
Grocery Stores

Billboards & Signs (Weekly Drivers)

Search (Google, Bing, etc.)

Local AM/FM Radio
Email/Text/IM/Zoom,etc. (Personal & Work)
News/\Weather /Sports (Websites/Apps)
Banking/Financial/Real Estate (Websites/Apps)
Facebook

Local TV Stations
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Games/Fantasy/Betting Sites

Gas Stations/Convenience Stores

Instagram

Plan to Bet on

UFC Fights

for an avg. of 69. minutes/day.

Adults 18 or older who Plean to Bet on UFC (Ultimate Fighting) Fights spend an average of 6 hours
and 9 minutes each day with All Forms of Ad-Supported Media. 84.8% listen to Local AM/FM Radio

(Local Radio delivers 15.9% of Time with Ad-Supported Media.)
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Avg. Week All Audio (Persons & % Reach): Adults 18 or older
Locsl AWM Radi

Podcasts
Spotify
SiriusXm
YouTube Music
Owned Music
Pandora
Amazon Music
TV Music Channels
Apple Music
All Others
iHeartRadio
Audiobooks

Very Intererested

in UFC

time spent daily with Ad-Supported Audio.

6,491,658 or 82.2% of Adults 18 or older who are Very Interested in UFC (Ultimate Fighting) listen to
Ad-Supported Local AM/FM Radio for an average of 64. minutes every day representing 33.7% of all

Avg. Day All Audio (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Avg. Week All Audio (Persons & % Reach): Adults 18 or older
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Attended 10+ UFC

Events past 12mos

520,143 or 75.5% of Adults 18 or older who Attended 10+UFC (Ultimate Fighting) Events past 12mos
listen to Ad-Supported Local AM/FM Radio for an average of 40.7 minutes every day representing
18.2% of all time spent daily with Ad-Supported Audio.
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Watched UFC on

Pay-Per View

5,622,259 or 84.7% of Adults 18 or older who Watched UFC (Ultimate Fighting) Events on Pay-Per-
View listen to Ad-Supported Local AM/FM Radio for an average of 69.4 minutes every day
representing 35.9% of all time spent daily with Ad-Supported Audio.
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Avg. Week All. Audm (Persons & % Reach): Adults 18 or older

Podcasts
Spotify
SiriusXm
YouTube Music
Owned Music
Pandora
Amazon Music
TV Music Channels
Apple Music
All Others
iHeartRadio
Audiobooks

Watched UFC on

TV (Any)

9,493,058 or 85.3% of Adults 18 or older who Watched UFC (Ultimate Fighting) on TV (Any) listen to
Ad-Supported Local AM/FM Radio for an average of 67. minutes every day representing 38.7% of all
time spent daily with Ad-Supported Audio.
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8,092,834 or 84.8% of Adults 18 or older who Plean to Bet on UFC (Ultimate Fighting) Fights listen to
Ad-Supported Local AM/FM Radio for an average of 69. minutes every day representing 40.4% of all
time spent daily with Ad-Supported Audio.
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6,491,658 or 82.2% of Adults 18 or older who are Very Interested in UFC (Ultimate Fighting) listen to
in UEC Ad-Supported Local AM/FM Radio for an average of 64. minutes every day representing 33.7% of all
time spent daily with Ad-Supported Audio.
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Current level of interest in UFC (Ultimate Fighting): Very



520,143 or 75.5% of Adults 18 or older who Attended 10+UFC (Ultimate Fighting) Events past 12mos
listen to Ad-Supported Local AM/FM Radio for an average of 40.7 minutes every day representing
18.2% of all time spent daily with Ad-Supported Audio.
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No. of UFC (Ultimate Fighting) events attd past 12 months: 10+ events



5,622,259 or 84.7% of Adults 18 or older who Watched UFC (Ultimate Fighting) Events on Pay-Per-
Watched UFC on . . . .
Pay-Per View View listen to Ad-Supported Local AM/FM Radio for an average of 69.4 minutes every day
representing 35.9% of all time spent daily with Ad-Supported Audio.
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Special TV sports programs watched past 12 months: UFC Pay-Per-View




9,493,058 or 85.3% of Adults 18 or older who Watched UFC (Ultimate Fighting) on TV (Any) listen to
Ad-Supported Local AM/FM Radio for an average of 67. minutes every day representing 38.7% of all
time spent daily with Ad-Supported Audio.
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Sports watched on TV (broadcast or cable) past 12 months: Ultimate Fighting Championship (UFC)
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8,092,834 or 84.8% of Adults 18 or older who Plean to Bet on UFC (Ultimate Fighting) Fights listen to
Plan to Bet on

UFC Fights Ad-Supported Local AM/FM Radio for an average of 69. minutes every day representing 40.4% of all
time spent daily with Ad-Supported Audio.
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Sports betting - sports plan to bet on next 12 months: Mixed Martial Arts (UFC, etc.)




Very Intererested

in UFC

6,491,658 or 82.2% of Adults 18 or older who are Very Interested in UFC (Ultimate Fighting) listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Pop Contemporary Hit Radio, Adult Contemporary,
Urban Contemporary, Classic Rock, and Urban AC.

Local AM/FM Radio Formats (Persons & % Reach): Adults 18 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Attended 10+ UFC

Events past 12mos

520,143 or 75.5% of Adults 18 or older who Attended 10+UFC (Ultimate Fighting) Events past 12mos
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Pop Contemporary Hit Radio, Urban
Contemporary, Spanish Contemporary, Mexican Regional, and Cl
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Watched UFC on

Pay-Per View

5,622,259 or 84.7% of Adults 18 or older who Watched UFC (Ultimate Fighting) Events on Pay-Per-View
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Pop Contemporary Hit Radio, Adult
Contemporary, Country, Classic Hits, and Classic Rock.

Local AM/FM Radio Formats (Persons & % Reach): Adults 18 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Watched UFC on

TV (Any)

Local AM/FM Radio Formats (Persons & % Reach): Adults 18 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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m who Watched UFC (Ultimate Fighting) on TV (Any)

9,493,058 or 85.3% of Adults 18 or older who Watched UFC (Ultimate Fighting) on TV (Any) listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Pop Contemporary Hit Radio,
Country, Classic Rock, and Classic Hits.
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Sports watched on TV (broadcast or cable) past 12 months: Ultimate Fighting Championship (UFC)
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Plan to Bet on

UFC Fights . . -
Contemporary Hit Radio, Country, and Classic Hits.

8,092,834 or 84.8% of Adults 18 or older who Plean to Bet on UFC (Ultimate Fighting) Fights listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Classic Rock, Pop
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Avg. Week All Video (Persons & % Reach): Adults 18 or older

Local TV Stations

Neon-Premium Cable TV...

YouTube Video

Netflix

Amazon Prime/IMDb/FireTV
Roku + The Roku Channel
TikTok
AppleTV+,fubo,Pluto, Tubi, etc.
Hulu/Hulu + Live TV (any Hulu)
Disney+

Premium Cable TV Networks
Peacock

Paramount+

Very Intererested

in UFC

5,558,105 or 70.4% of Adults 18 or older who are Very Interested in UFC (Ultimate Fighting) watch
Ad-Supported Local TV Stations for an average of 81.5 minutes every day representing 29.% of all

time spent daily with Ad-Supported Video.
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Avg. Week All Video (Persons & % Reach): Adults 18 or older
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u who Attended 10+UFC (Ultimate Fighting) Events past 12mos

593,431 or 86.2% of Adults 18 or older who Attended 10+UFC (Ultimate Fighting) Events past 12mos
watch Ad-Supported Local TV Stations for an average of 51.1 minutes every day representing 31.3%
of all time spent daily with Ad-Supported Video.
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Watched UFC on

Pay-Per View

4,301,261 or 64.8% of Adults 18 or older who Watched UFC (Ultimate Fighting) Events on Pay-Per-
View watch Ad-Supported Local TV Stations for an average of 70.6 minutes every day representing
28.% of all time spent daily with Ad-Supported Video.
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Watched UFC on

TV (Any)

Avg. Week All Video (Persons & % Reach): Adults 18 or older
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9,447,901 or 84.9% of Adults 18 or older who Watched UFC (Ultimate Fighting) on TV (Any) watch
Ad-Supported Local TV Stations for an average of 91.9 minutes every day representing 32.% of all

time spent daily with Ad-Supported Video.
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Plan to Bet on

UFC Fights

Avg. Week All Video (Persons & % Reach): Adults 18 or older
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5,794,031 or 60.7% of Adults 18 or older who Plean to Bet on UFC (Ultimate Fighting) Fights watch
Ad-Supported Local TV Stations for an average of 54.7 minutes every day representing 21.4% of all
time spent daily with Ad-Supported Video.
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5,558,105 or 70.4% of Adults 18 or older who are Very Interested in UFC (Ultimate Fighting) watch
Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Movies, Comedies, Local News -
Evening, Local News - Morning, and Game Shows.

Very Intererested

in UFC
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Local TV Station Programs (Persons & % Reach): Adults 18 orolder  Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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593,431 or 86.2% of Adults 18 or older who Attended 10+UFC (Ultimate Fighting) Events past 12mos
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4,301,261 or 64.8% of Adults 18 or older who Watched UFC (Ultimate Fighting) Events on Pay-Per-
View watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Movies, Comedies,

Watched UFC on

Pay-Per View

Local TV Station Programs (Persons & % Reach): Adults 18 or older

Local News - Evening, Local News - Morning, and Game Shows.
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9,447,901 or 84.9% of Adults 18 or older who Watched UFC (Ultimate Fighting) on TV (Any) watch
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Local TV Station Programs (Persons & % Reach): Adults 18 or older
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Plan to Bet on

UFC Fights

5,794,031 or 60.7% of Adults 18 or older who Plean to Bet on UFC (Ultimate Fighting) Fights watch
Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Local News -
Morning, Movies, Comedies, and Game Shows.
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Very Intererested

in UFC

Avg. Week A!{ Qigita! (Persons & % Reach): Adults 18 or older

Search (Google, Bing, etc.)
Email/Text/IM/Zoom,etc. (Personal & Work)
NewsWeather /Sports [Websites/Apps)
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Games/Fantasy/Betting Sites
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5,741,642 or 72.7% of Adults 18 or older who are Very Interested in UFC (Ultimate Fighting) use Ad-

Supported Social Media for an average of 170.1 minutes every day representing 29.2% of all time
spent daily with Ad-Supported Digital Media.

Avg. Hours+Minutes/day with
Digital: Adults 18 or older

Avg. Day All Digital (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Avg. Week All Digital (Persons & % Reach): Adults 18 or older
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use Ad-Supported Social Media for an average of 199. minutes every day representing 37.9% of all
time spent daily with Ad-Supported Digital Media.

597,959 or 86.8% of Adults 18 or older who Attended 10+UFC (Ultimate Fighting) Events past 12mos
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No. of UFC (Ultimate Fighting) events attd past 12 months: 10+ events




5,380,086 or 81.% of Adults 18 or older who Watched UFC (Ultimate Fighting) Events on Pay-Per-
View use Ad-Supported Social Media for an average of 142.9 minutes every day representing 26.9%
of all time spent daily with Ad-Supported Digital Media.
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Special TV sports programs watched past 12 months: UFC Pay-Per-View
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8,121,178 or 73.% of Adults 18 or older who Watched UFC (Ultimate Fighting) on TV (Any) use Ad-
Supported Social Media for an average of 132.4 minutes every day representing 25.6% of all time
spent daily with Ad-Supported Digital Media.
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Sports watched on TV (broadcast or cable) past 12 months: Ultimate Fighting Championship (UFC)

Avg. Hours+Minutes/day with Ad-
Supported Digital: Adults 18 or older

USA Jan23-Feb24

Social Media
132.4

Streaming Audio {Local Radio/
Podcasts/Streaming Services)
97.4

Email/
Text/IM/
Zoom,etc.
(Personal
OTT TV Streaming Services | & Work)
789 37.0

Non-Premium
+Premium
Cable
Streaming

Search
Local TV [Google,
Streaming | Bing, etc.)
29.0 28.1

YouTube/ News/

TikTok, etc.
29.4

Shopping
(incl. Food

Auctions... Banking...

/ Weather...

Social Media
114.3

OTT TV Streaming Services
102.1

Streaming Audio (Local
Radio/ Podcasts/
Streaming Services)
727

YouTube/TikTok,

etc.
41.7

Local TV
Streaming
35.7

Non-Premium
+Premium
Cable
Streaming
43.2

Email/Text/  Search
M/ (Google,
Zoom,etc. Bing,
(Personal & etc.)
Work) 274

News/

Shopping
Weather...

(incl.

Food..  Banking...

B who Watched UFC (Ultimate Fighting) on TV (Any)

USA Projection

Scarborough R1 2024: Feb23-Apr24

Qual Intab

23,333

WUSA

soefa.ai

* Share of Everything
for Anything _



Plan to Bet on

UFC Fights
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6,289,304 or 65.9% of Adults 18 or older who Plean to Bet on UFC (Ultimate Fighting) Fights use Ad-
Supported Social Media for an average of 121.2 minutes every day representing 25.3% of all time
spent daily with Ad-Supported Digital Media.
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Sports betting - sports plan to bet on next 12 months: Mixed Martial Arts (UFC, etc.)



Very Intererested

in UFC

daily with Ad-Supported Social Media.

5,475,400 or 69.4% of Adults 18 or older who are Very Interested in UFC (Ultimate Fighting) use Ad-
Supported Facebook for an average of 57.6 minutes every day representing 35.1% of all time spent
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Current level of interest in UFC (Ultimate Fighting): Very



Attended 10+ UFC

Events past 12mos

Avg. Week All Social Media (Persons & % Reach): Adults 18 or older Avg. Day All Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

Facebook

Instagram

YouTube Video
TikTok

LinkedIn

X (Formerly " Twitter")
Pinterest

Reddit

Snapchat

WhatsApp

Others(Rumble, Twitch,Gab, Par...
Blogs/Message Boards (read...

tumblr

Total Persons:

m_m.
o ) 13,00
(75 150000 ——
B e v 70
(65330538 o4
T iy wirw
Y i x-w
mw
(a3 065 001 " 26,00 |

(oo 0az 2al  A0% |
ll!'!m-? g-3%
(563 753] )

past 12mos
m who Attended 10+UFC [Ultimate Fighting) Events past 12mos

who Attended 10+UFC
(Ultimate Fighting) Events

372,553 or 54.1% of Adults 18 or older who Attended 10+UFC (Ultimate Fighting) Events past 12mos
use Ad-Supported Facebook for an average of 97. minutes every day representing 45.9% of all time

spent daily with Ad-Supported Social Media.
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Avg. Week All Social Media (Persons & % Reach): Adults 18 or older Avg Day All Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Watched UFC on

Pay-Per View

4,828,195 or 72.7% of Adults 18 or older who Watched UFC (Ultimate Fighting) Events on Pay-Per-
View use Ad-Supported Facebook for an average of 39.6 minutes every day representing 29.3% of all
time spent daily with Ad-Supported Social Media.
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Watched UFC on

7,540,670 or 67.7% of Adults 18 or older who Watched UFC (Ultimate Fighting) on TV (Any) use Ad-
Supported Facebook for an average of 46.5 minutes every day representing 36.5% of all time spent
daily with Ad-Supported Social Media.
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Sports watched on TV (broadcast or cable) past 12 months: Ultimate Fighting Championship (UFC)



Plan to Bet on

UFC Fights

4,401,787 or 46.1% of Adults 18 or older who Plean to Bet on UFC (Ultimate Fighting) Fights use Ad-
Supported YouTube Video for an average of 32.6 minutes every day representing 26.9% of all time
spent daily with Ad-Supported Social Media.
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Sports betting - sports plan to bet on next 12 months: Mixed Martial Arts (UFC, etc.)



M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 594,234;
Local Radio: 415,507; Social Media: 407,248; Non-Prem. Cable: 251,196; Local TV: 220,765

Very Intererested

in UFC
reaching Adults 18 or older who are Very Interested in UFC (Ultimate Fig
(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH) (Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
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Current level of interest in UFC (Ultimate Fighting): Very



M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 40,844;
Social Media: 38,999; Local Radio: 33,850; Non-Prem. Cable: 22,666; Local TV: 20,501
reaching Adults 18 or older who Attended 10+UFC (Ultimate Fighting) Events pa
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No. of UFC (Ultimate Fighting) events attd past 12 months: 10+ events



M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 445,452;
Local Radio: 360,294; Social Media: 352,920; Non-Prem. Cable: 200,427; Local TV: 151,265
reaching Adults 18 or older who Watched UFC (Ultimate Fighting) Events o

Watched UFC on

Pay-Per View
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Special TV sports programs watched past 12 months: UFC Pay-Per-View



3,000,000

2,500,000

2,000,000

1,500,000

500,000

M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 803,547;
Local Radio: 611,218; Social Media: 560,269; Non-Prem. Cable: 403,101; Local TV: 360,171
reaching Adults 18 or older who Watched UFC (Ultimate Fighting) on TV (A

Watched UFC on

TV (Any)
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Sports watched on TV (broadcast or cable) past 12 months: Ultimate Fighting Championship (UFC)



M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 718,405;
Local Radio: 509,864; Social Media: 450,108; Non-Prem. Cable: 237,729; Local TV: 229,711
reaching Adults 18 or older who Plean to Bet on UFC (Ultimate Fighting)

Plan to Bet on

UFC Fights

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH) (Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
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Sports betting - sports plan to bet on next 12 months: Mixed Martial Arts (UFC, etc.)



Very Intererested

in UFC

Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older
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 who are Very Interested in UFC (Ultimate Fighting)

6,445,750 or 81.7% of Adults 18 or older who are Very Interested in UFC (Ultimate Fighting) spend
an average of 65.4 minutes per day driving, seeing Billboards and Signs. 72.5% Listen to Local Radio

Stations Out-of-Home for an average of 45.2 minutes/day.
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older
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Gas Stations/Convenience Stores
Restaurants & Bars

Shopping Malls

Drug Stores

Podcasts

Spotify

SiriusXm

YouTube Music

Movie Theaters

Attended 10+ UFC

Events past 12mos

346,660 or 50.3% of Adults 18 or older who Attended 10+UFC (Ultimate Fighting) Events past 12mos
spend an average of 168.7 minutes per day driving, seeing Billboards and Signs. 67.% Listen to Local
Radio Stations Out-of-Home for an average of 30.5 minutes
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older
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® who Watched UFC (Ultimate Fighting) Events on Pay-Per-View

Watched UFC on

Pay-Per View

Local Radio Stations Out-of-Home for an average of 45.9 minu

5,851,357 or 88.1% of Adults 18 or older who Watched UFC (Ultimate Fighting) Events on Pay-Per-
View spend an average of 65.2 minutes per day driving, seeing Billboards and Signs. 74.1% Listen to
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Watched UFC on

9,441,787 or 84.8% of Adults 18 or older who Watched UFC (Ultimate Fighting) on TV (Any) spend an
average of 72.6 minutes per day driving, seeing Billboards and Signs. 74.5% Listen to Local Radio
Stations Out-of-Home for an average of 46.1 minutes/day.
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older
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UFC Fights

8,221,691 or 86.2% of Adults 18 or older who Plean to Bet on UFC (Ultimate Fighting) Fights spend
an average of 54.1 minutes per day driving, seeing Billboards and Signs. 68.2% Listen to Local Radio
Stations Out-of-Home for an average of 38.7 minutes/day.
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Very Intererested

in UFC

Avg. Week All Print Media (Persons & % Reach): Adults 18 or older Avg Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

Local Daily Newspa per(s) (Daily+Sunday)
Direct Mail Advertising (excluding Catalogs)
Local Daily Newspaper(s) (Sunday)

Local Daily Newspa per(s) (Daily

Books

All Local Weekly Newspapers

MNew York Times (Daily+Sunday)

New York Times (Sunday)

Magazines

New York Times (Daily)

Wall Street Journal (Daily)

Catalogs

USA Today (Daily)

Total Persons:

oz ﬂ
D e R T nn=33%m

m—
oz B

S B

PR
r

PP T, "

EER T &

Avg. Hours+Minutes/day with All
Print Media: Adults 18 or older

who are Very Interested in UFC
[Ultimate Fighting)

®who are Very Interested in UFC (Ultimate Fighting)

3,560,095 or 45.1% of Adults 18 or older who are Very Interested in UFC (Ultimate Fighting) read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 11. minutes every day representing 27.6%
of all time spent daily with All forms of Print Media.
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Attended 10+ UFC

Events past 12mos

513,230 or 74.5% of Adults 18 or older who Attended 10+UFC (Ultimate Fighting) Events past 12mos
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 46.6 minutes every day representing
32.6% of all time spent daily with All forms of Print Medi
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Watched UFC on

Pay-Per View

2,092,116 or 31.5% of Adults 18 or older who Watched UFC (Ultimate Fighting) Events on Pay-Per-
View read Local Daily Newspaper(s) (Daily+Sunday) for an average of 8. minutes every day
representing 28.1% of all time spent daily with All forms of Print Med
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Avg. Week All Print Media (Persons & % Reach): Adults 18 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

Local Daily Mewspa per(s) (Daily+Sunday)
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Watched UFC on

4,435,487 or 39.8% of Adults 18 or older who Watched UFC (Ultimate Fighting) on TV (Any) read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 9.3 minutes every day representing 33.8%
of all time spent daily with All forms of Print Media.
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2,562,594 or 26.9% of Adults 18 or older who Plean to Bet on UFC (Ultimate Fighting) Fights read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 6.1 minutes every day representing 31.6%
of all time spent daily with All forms of Print Media.

Avg. Week All Print Media (Persons & % Reach): Adults 18 or older Avg Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Sports betting - sports plan to bet on next 12 months: Mixed Martial Arts (UFC, etc.)
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